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TAsina INVENTORY of a marketing operation is seldom an easy job. It re- 

quires copious quantities of serious thought, a willingness to be complete- 
ly objective and, if possible, some sort of guide which will help uncover 
areas of dangerous weakness. The first two of these elementary requirements 
can be furnished only by the individual or group undertaking the inventory. 
The third item, however, has been made available in the form of a detailed 
checklist developed by Stewart, Dougall & Associates, New York marketing 
consultants. 

Originally prepared for distribution to Stewart, Dougall’s clients and 
prospects, the checklist has been widely acclaimed as one of the best mar- 
keting inventory tools yet developed. In introducing the checklist, Stewart, 
Dougall pointed out: 

“There are 90 questions. Some of them will not be applicable to your 
own kind of business, but honest answers to the others may give you an ob- 
jective appraisal of your situation at this critical time. 

“Where you can make a check mark in the first column, you are well 
prepared for the future. But don’t look only at the check marks in the sec- 
ond column which indicate that your situation is admittedly unfavorable; 
questions whose answers you ‘don’t know’ or have ‘never appraised’ are im- 
portant too, for it’s a good bet that some of your competitors may know and 
may be putting their knowledge to work. Whether or not your company is 
one of the Dow-Jones’ select few, whether large or small, your management 
must produce favorable answers to questions like these if your company is 
to survive and grow.” 

INDUSTRIAL MARKETING is indebted to Arthur B. Dougall of Stewart, 
Dougall for extending permission to present this valuable marketing inven- 
tory tool as the 15th in the “IM Encyclopedia of Marketing” series. 





About reprints . . Reprints of this handbook, 15th in the “IM Encyclopedia of Mar- 
keting” series, are available at 50¢ each with special quantity prices for lots of 10 or 
more, Order from Reprint Editor, Industrial Marketing, 200 E. Illinois St., Chicago 11. 
Copyright 1959 by Advertising Publications Inc. Printed in USA 
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Distribution 
1. Does current distribution policy YES 
take into sufficient account such CJ 
factors as population shifts — such 
as movement of the middle class to 
suburbia? 


2. Does current distribution policy 
take into account changes in con- 
sumer shopping and buying habits 
— such as the continuing growth of 
the discount house, supermarket, 
neighborhood shopping center? 


3. Has the company carefully con- 
sidered the advantages and disad- 
vantages of non-selective, selective 
and exclusive distribution in light of 
changing shopping and buying hab- 
its? 


4. Has the geographic area served 
— be it national or regional — been 
effectively subdivided into distribu- 
tion territories related to sales po- 
tentials? 


5S. Has the company developed ways 

and means of getting adequate sup- Never studied 
port for the product at all distribu- 

tion levels? 


6. Is the company well represented 
in the type of outlets that account Never appraised 
for the greatest potential volume? 


7. Is distribution sufficiently broad 


. . . geographically? Never studied 


... within each area? 
Never studied 


8. Is profitability known by type of Never considered 
account? necessary 
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The Field Sales Staff 


9. Is the field sales staff organized 
to provide adequate coverage of the 
potential market in each geographic 
area? 


10. Have we analyzed the situation 
in each market area with a view to- 
ward setting up the most profitable 
type of sales representation—e.g., 
our own salesmen versus brokers or 
manufacturers’ representatives, etc.? 


11. Can the flow of communications 
between the field sales force and the 
home office be improved? 


12. Do we exert effective control 
and direction of the field sales force 
from the home office? 


13. Have we provided for adequate 
field supervision of the field sales 
force? 


14. Are we organized to provide ef- 
fective coverage of all categories of 
customers—from giant national ac- 
counts to small accounts? 


15. Are we certain that our field 
coverage of accounts is adequate in 
terms of... 
...-number of calls made? 
... frequency of calls? 


16. Can we improve our perform- 
ance by making better use of the 
limited sales-service time actually 
available to the field force at each 
account? 


YES NO 
* age 


Never studied 


Never studied 


Never evaluated 


Never appraised 


Never considered 
such checks on field 
force necessary 


Never studied 
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17. Have we worked out meaning- 
ful ways of measuring 
...the over-all performance 
of our field sales force? 


... individual performances? 


18. Would it be desirable for us to 
... raise the caliber of men on 
our field sales force, get bet- 
ter educated, more experi- 
enced men? 

..- lower the caliber of men 
on our field sales force? 


19. Are there further incentives we 
could be offering our field staff for 
improved performance? 


20. Can we improve the selling aids 
and sales tools we provide our field 
personnel? 


YES 
L 


O 


Don’t know if 
meaningful 


Don’t know if 
meaningful 


Never considered 


Never considered 


Never studied 


Never measured ef- 
fectiveness of current 
aids and tools 


The Staff Marketing Operation 


21. Have we adopted the modern 
concept of an over-all marketing 
operation as opposed to an isolated 
sales department? 


22. Are the various marketing 
functions properly defined in our 
organizational structure? 


23. Does the marketing operation 
exert the proper degree of influence 
on the company’s decisions and 
policies? 


24. Are appropriate modern mar- 
keting tools being used by our staff 
—operations research, marketing 
research, etc.? 


Yes, have mar- 


CJ keting opera- 
tion concept 


os 


Have sales 
department 


0s 0 


Don’t know what is 
meant by marketing 
concept 


Not sure 


Never appraised 


Not sure of value 
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25. Are our marketing decisions 
based upon advance planning or on 
momentary expediéncy, and per- 
sonal feelings? 


26. Do we have a reserve of mar- 
keting management personnel, and 
is the company helping them pre- 
pare for promotion and growth in 
the organization? 


‘a Advance 
planning 


O8 


Expediency, 
hunches, per- 
sonal feeling 


0s O 


Marketing Costs 


27. Are our marketing costs in line 
with 
...our sales projections? 


..our competitive position? 


28. Do our sales costs compare 
favorably with major competition in 
light of competitive marketing pro- 
grams? 


29. Do we have a practical basis for 
determining what our marketing ex- 
penses should be for the following: 


Advertising 
Promotion 


Direct Sales Expense (Field 
Sales) 


General Office Marketing 
Staff 


Marketing Research 


Product Research and De- 
velopment 


30. Are we properly planning our 
sales expenses when introducing 
new products, entering new mar- 
kets, or introducing new marketing 
programs? 


OS O808 


Believe advance plan- 
ning impossible in 
our operation 

our 


Never appraised 
operation in this re- 
gard 


Never analyzed 
Never analyzed 


No information about 
competition 


Don’t know 


practicality of 
present basis 


Not sure what consti- 
tutes proper planning [—] 
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31. Are we properly planning our Yes 
standards that can quickly indicate C] 
unsatisfactory marketing costs by 
product and by market areas? 


Products 


32. Is the basic appeal of the prod- 
uct threatened by recent changes in 
users’ needs and buying patterns? 


33. Is the basic appeal of the prod- 
uct threatened by recent introduc- 
tion of new and competitive prod- 
ucts? 


34. Is the product line adapted to 
the needs of different segments of Never analyzed 
the market? 


35. Is the product line unnecessar- 
ily broad and varied—and therefore Never appraised 
inefficient? 


36. Is product quality high enough 
for the requirements of the market? Never appraised 


37. Is product quality inefficiently 
too high in today’s market? Never analyzed 


38. Are different quality levels Never considered 
available for different divisions of necessary 
the market? 


39. Has the product been developed Never considered 
to be as simple to use as possible? : important 


40. Are there unsolved problems 
related to training or education in Never studied 
the use of the product? 


41. Are any unsolved problems 

with respect to storage and display Never studied 
introduced at the wholesale or re- 

tail level because of the form or 

shape of the product? 
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42. Has the safety of the product 
been brought to a satisfactory level? 


43. Is the product reasonably eco- 
nomical to use or operate? 


44. Is the product being made in 
the most appealing colors and styles 
for the markets being served? 


45. Has adequate investigation 
been made of possible advantages 
resulting from use of new fibers, 
new plastics or other new mate- 
rials? 


Packaging 


46. Is the packaging most efficient 
from a cost point of view? 


47. Has the packaging taken into 
sufficient account handling, storing 
and shelf-stocking at all levels? 


48. Is the packaging designed to 
provide maximum display possibili- 
ties if sold at the retail level? 


49. Has the package been designed 
to encourage impulse buying? 


50. Is there an established pro- 
cedure set up in the company for 
reviewing opportunities for new 
packaging materials? 


YES 
LJ 


YES 
LJ 


YES 
O 


Oj 


YES 


O 


YES 
‘= 


Never appraised 


Never studied 


Never studied 


Never considered 
necessary 


Never analyzed 


Never studied 


Never appraised 


Never studied 


Never considered 
necessary 


New Product Policies 


Never considered 
necessary 


51. Is there a well-defined, con- NO 
tinuous, organizational setup for the CJ 
development and introduction of 

new products? 


Never considered 
necessary 


52. Is there systematic liaison be- 
tween the research and develop- 
ment groups and the marketing 
management? 
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53. Are inexpensive methods being YES Did not know such 
used for obtaining an estimate of C] methods were avail- 
the potential of a proposed new able 

product before you invest consider- 

able amounts of money in its de- 

velopment? 


54. Are studies being made to de- Uncertain as to value 
termine whether proposed new of such studies 
products will add to the company’s 

franchise or merely replace existing 

products in the line? 


55. Are market tests being con- Uncertain as to value 
ducted to determine the potential of such studies 
for new products? 


56. Is the company a leader in the NO 
industry in new product introduc- C] Never appraised 
tions? 


The Company Image 


57. What kind of ideas and im- 
pressions have we created about our 
company 
i Favor- Unfavor- 
...among the users of our — ae 


products? {] () _ Never studied 


... among the trade? Uatavor- 


[] Never studied 


& 


O 


58. Do we have a clear concept of 
the type of company we want our 
customers to think we are? For ex- 
ample, solid and reliable — modern, 
aggressive, research-oriented or 
what? 


Don’t think company 
image is important 


image we want 


to project 
want to project 


We don’t know 


ia the image we 


OD We know the 


59. Do our company name and our 
brand names project an image that 
is in line with the concept of our 
corporate image? 


Never studied 


Cs 


60. Is our company image a suit- 

able backdrop for the type of mer- Never analyzed 
chandising and promotion efforts 

we are carrying out? 
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61. Do we actually know what our 
image is among customers and trade si. 
groups on an objective and factual Le 
basis or are we relying on letters Fi 
written by customers and on sales- ae 
men’s reports? O 


Knowing the image 
we project is not im- 
portant 


able sources for 
information 


C) Rely on question- 


Current Market Position 


62. Is the basic market for the 
product... 


O stg 
CT Declining? 


63. In this past year, has our share 
of the total market... 


Gained or 


0 held steady? 
[_] Stippea? 


oe 
wm 
way 


64. Are we getting a satisfactory 
share of the market represented by 
new users of the product? 


O 
Os 


65. Are we getting a satisfactory 
share of the business represented by 
replacements? 


Oé 


66. Are we developing and ex- Never considered 
ploiting new possible uses for the necessary 
product? 


67. Is obsolescence of the product 
being accelerated at a profitable Never appraised 
rate? 


68. Are any of our products close 
to market saturation in terms of Never studied 
percentage of possible users? 


69. Are sales inexplicably poorer 

than average in particular geo- Never analyzed 
graphic areas or among particular 

segments of the market—population 

groups, types of companies, etc. 
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Over-All Merchandising Policy 


70. Do we exert the right propor- YES NO Not sure what consti- 
tionate amount of promotional effort Ci CC) _ tutes right proportion 
at the various trade levels and at 

the customer level? In other words, 

are we spending the right amount 

of money at all levels? 


71. Do we have the right propor- 
tion of national versus local effort? 


72. If there is a family of products, 
is the right amount of effort being 
put behind each of the various prod- 
ucts in the line? 


73. Is the budget for merchandising NO 
in line with sales goals? [] [ appraising 


Merchandising and Promotion at the Trade Level 


74. Does the company use trade YES Never evaluated our 
publications effectively? CT] effort or lack of it 


75. Does the company have effec- YES NO Never considered 
tive means of acquainting the trade C) necessary 
with innovations in the product, or 


in packaging? 


76. Are premiums, free goods and 
the like being used as effective 
levers at the trade level? 


STILL AVAILABLE 


This valuable 24-page handbook provides a 
detailed system through which you can 
really organize your own basic reference 
library on marketing subjects. Over 1,500 
subjects are included in this system, each 
having its own easily understood code num- 
ber. For your copy, send 50c to: 


Chkkage 11, Illinois 
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Advertising and Promotion to the Public 


77. Are advertising themes based 
upon a sound understanding of cus- 
tomers’ needs and desires? 


78. Has the execution of advertis- 
ing themes been checked for: 


Ease of comprehension 


Believability 


Retention value 


Attention value 


79. Are we using the various 
media in proper proportions? 


80. Are our advertising efforts in- 
tegrated among the various media 
being used? 


81. Are slogans and trademarks 
being effectively used? 


82. Can the point-of-sale material 
we are supplying be improved? 


83. Do we get satisfactory displays 
of the product at point-of-sale? 


84. Are we effectively using 


.. product sampling? 


...couponing, premiums? 


.. combination offers? 


... seasonal tie-ins? 


YES 
Cj 


NO 
=) 


O8 oO8 


NO 
O 
NO 
0 
NO 
O 
NO 
O 


hz O03 Of o8 


Os 


O08 oO8 


Never appraised 


Never considered 
necessary 


Never evaluated 


‘ 


O 
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Pricing 
85. Is our basic pricing structure YES 


well suited to the existing market CJ Never studied 
situation? 


86. Do we have a _ well-defined, Never considered 
permanent organizational set-up for C] necessary 
price setting? 


87. Are credit and discount policies YES 
up to date? CJ Never appraised 


88. Has full advantage been taken 

of legal quantity discounts in order OC Never studied 
to keep dealers well stocked with 

our product and thus to inhibit their 

taking on additional brands? 


89. Does the pricing structure take Have not yet studied 
into account changes in retail chan- the situation 
nels—such as the growth of the 

discount house? 


90. Have the advantages and dis- 
advantages of fair trading been 
carefully reviewed? 


A REAL BARGAIN 


@ @ @ In these days of inflation, with your dollars buying less and less 
each year, Industrial Marketing is running against the trend. Three 
dollars not only buys 12 feature-packed issues of “the magazine of 
selling and advertising to business and industry” and the giant annual 
Market Data and Directory Number, with its more than 500 pages of 
basic marketing information ... but 12 of these special “IM Encyclo- 
pedia of Marketing” reference manuals as well. 

If you were to buy all of these items separately, you'd have to pay 
$13.50 a year — and even that would be a bargain. But they’re yours 
for just $3! 

You'll save even more on a two or three-year subscription — 
$5 and $6 respectively. Look at that three-year bargain: $40.50 worth 
of valuable material for just $6 — a saving of $34.50. Top it off with 
IM’s regular money back guarantee. You can’t miss! 

Just send your name and address to: Editor, Industrial Marketing, 
Room 400, 200 East Illinois Street, Chicago 11, Ill. We'll be happy to 
bill you and start your subscription with the very next issue. 




















